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This study is an attempt of the writer to find out
and test the factors affecting the general acceptability of
self-serve petrol filling station to the drivers of Hong
Hong.
Although the study has its limitation, it can
provide constructive inputs to the oil companies of the
extensive data collected and results of the test of
hypothese through this study.
In this study, the writer has concluded the
following:
(1) Self-serve concept in petrol filling station is
generally not welcomed by most Hong Kong
drivers.
(2) Convenience is the dominating factor affecting
the drivers' decision in choosing petrol
filling station no matter it is self-serve or
attended-serve, while both the advertisement
and the individual oil company name have
,little effect in this respect.
(3) Product price plays a less significant role in
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Although the two oil crises in 1973 and 1979-1980
had induced the world, especially the industrialized
countries, to find new energy sources and develop
energy-saving technology, the world demand in petroleum
product is still increasing to cope with the
ever-increasing population and, growth in industries.
Petroleum product is still the major energy source that
every economy cannot grow without it. It drives the wheel
of the industry and provides better living conditions to
the people.
In Hong Kong, the oil industry has shown a steady
growth in market demand in the past decade.
The business of the Hong Kong oil industry is
geographically segmented into three types. The inland sales
takes care of all industrial and domestic demand both in
Hong Kong and re-export back to China. The marine sales
provides petroleum product such as marine diesel oil,
bunker fuel oil, and marine lubricants to the ocean-going
ships within the Hong Kong territories. The aviation sales
simply looks after the jet fuel demand in the Hong Kong
International Airport and the Military airport in Shek
Kong.
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For the inland sales, the market is further
segmented into retail sales and, industrial and commercial
sales. Liquefied petroleum gas (LPG) and kerosene sold to
the domestic consumers, petrol filling stations selling
gasoline and automotive diesel to the road vehicles are the
main areas of retail sales. While in the industrial and
commercial side, almost every petroleum product is
required, mainly in bulk supply, to satisfy the various
types of industries in Hong Kong.
The oil business in Hong Kong is basically shared
among the seven major oil companies namely Shell, Esso,
Mobil, Caltex, Hong Kong Oil, CRC (China Resources Company
Petroleum Division) and British Petroleum (BP). BP, having
activities initially only in the aviation.. fuel in Hong
Kong, has just entered the oil market in 1987 covering
nearly the whole spectrum of petroleum product enhancing
more competition in the oil industry.
The business of the oil industry depends on the
price of the product and also the economic situation of the
society. As the crude oil price has slumped to about US$18
a barrel, some 40% from its peak in 1985 and this price is
predicted not to change very much in the coming years.
There is a strong reason for more consumption in this
respect.
Unlike other commodities, petroleum products are
quite homogeneous with little variation in quality among
the products of the industry. That is to say, customers are
almost indifferent to the use of the product of various oil
companies. For the industrial and commercial side, fuel
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supply contracts are always privately tendered and
negotiable. Individual oil company can provide their offer
based on their own company's rate of return, logistics and
marketing strategy etc. The successful bidding prices of
the contracts are always not known to the other oil
companies. While in the retail side, there is a list price
that all oil companies have unofficially to stick to with
just very little deviation.
In view of the oligopolistic nature of the oil
industry ,-.it will be difficult to increase market share by
reducing the price in the long run because of the
possibility of inducing a price war. So, instead of getting
more market shares at the expense of that of the others,
one method always used is to secure new business.`.
Petrol Filling Station
Petrol filling station is one type of business that
every oil company has been trying very hard to operate as
many as possible. It is one form of the oil business that
can easily build up company image and public visibility.
There are only 15 numbers of new petrol filling station
opened in this five years. Land used for petrol filling
station is either privately owned or government leased.
There are not many pieces of privately owned land with
lease condition able to be changed to suit the purpose
of operating a petrol filling station. In this way, there
is a problem of shortage in petrol filling station site. So
when the government is releasing land for the use of petrol
filling station, oil companies bid very fiercely each time.
4In 1983, the premium paid to the government for a petrol
filling station site is as low as HK$8 million. While in
1987, the recent highest bidding in November for a similar
site is over HK$43 million which in compared with a nearby
land for industrial use is 57 times more in terms of value
per square meter of land.
The fuel sold in the petrol filling stations of
different oil companies is almost identical. And, any
fluctuation in the price of one company will be followed
very quickly by the others. Therefore, product
differentiation and reducing price may not be a possible
way to increase the number of customers of petrol filling
stations. In order to be more competitive, other methods
have to be considered.
nPVelonment Trend in Petrol Filling Station
In order to attract more customers, other facilities
would be available in the petrol filling stations when
conditions allow.) (Manual car washing and lubrication
services are two common ways in Hong Kong to give more
convenience to the drivers on one hand, and to provide
additional profit to the petrol filling stations on the
other.) Automatic car washing machine and convenience-store
built in the filling station and self-serve petrol
filling station have already been very popular in other
western countries. All these different methods employed by
the oil companies are just the tools for trying to gain
more competitive advantage in the market.
In this research, the author tries to find out the
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market potential of self-serve petrol filling stations in
Hong Kong.
Purpose of the Study
The purpose of the study is to investigate, gather
data and analyze the driving and buying habits of the
drivers, their like and dislike, and also their
acceptability towards self-serve petrol filling. The study
also tests if there is any relationship between the
acceptability of self-serve petrol filling and variables
such as, sex, income, occupation etc.
Need for the Study
The competition among oil companies in selling
automotive fuel is becoming more obvious especially the
large amount of television advertisement employed in the
past two to three years Cost effective method is
encouraged to be used to increase the competitiveness in
the market. Self-serve petrol filling station has become
very popular for years in the western countries. There
should be some reasons underlying why most of the petrol
filling stations in Hong Kong still remain attended-serve.
The switching of attended-serve to self-serve can reduce
the operation cost because of reducing station attendants,
and. also be less affected by the labor shortage problem
especially in this type of business. So, if problems in the
acceptability of self-serve petrol filling can be
identified, some ideas can be given to the oil companies
when they are going to establish new petrol filling
stations or to strengthen their existing chain of petrol
filling stations.
6CHAPTER II
AN OVERVIEW OF THE HONG KONG OIL INDUSTRY
Hong Kong has very scarce natural resources. All
petroleum products used in the society are imported. The
consumption of the petroleum products depends very much on
their price and the economic climate of the society. As
there is no significant downturn of the economy, the
industry has been kept on a steady growth in the past
decade.
Market Size
The Hong Kong oil industry has enjoyed a steady
growth in market demand excluding the fuel oil supplied to
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the two power stations in the past decade (Table 1). The
oil demand has increased 40% from 4.55 million tons in 1977
to 6.37 million tons in 1986. The increase in oil demand
was mainly a result of increase in population, a steady
growth in the industry, and also an increase in the
re-export of oil back to the southern part of'China.
1 The total demand stated has excluded the tuel tor the
two power stations. The switching of fuel oil to coal
firing by the two power stations will have distorted the
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Source: Hong Kong Monthly Digest of Statistics 1982 & 1987
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Market Share
Basically the Hong Kong oil industry is shared among
the seven oil companies namely Esso, Shell, Mobil, Caltex,
HK Oil, CRC and BP.
TABLE 2
MARKET SHARE Ur' 'I'UTAL UJL SALJ b
Esso Shell Mobil Caltex HK Oil CRC Total
(Gulf+COC)
1983 39 18.2 9.0 11.9 3.1 19 100
1984 36 19.7 9.5 12.3 3.3 19.2 100
1985 33 20.6 9.4 12.7 4.8 19.5 100
1986 26.5 22.6 12.5 14.4 3.8 20.2 100
Since its first entry into Hong Kong more than 70
years ago, Shell has been acting as the market leader which
built up its company image through its largest petrol
filling station network and other retails product such as
its LPG, lubricants and kerosene.
Although Esso has been getting the largest share of
the oil market for many years, its brand name is yet not as
popular as Shell. This is mainly because majority of its
sales is going to providing fuel oil to China Light Power
Co. Ltd. It has just a few petrol filling stations making
BP is excluded from this list because not until lal
1987 did BP started its sales of full range of petrolei
product. Before that, BP just had limited activities:
its aviation fuel and small volume of lubricants sale:
Hong Kong oil is basically supplying product to t]
outlet of both Gulf and COC,it is convenient to gro themtogether as. their sales are quite small.
%
9it less 'visible' in the society. However, following the
progressive switching of oil-fired burners to coal-fried by
the power generating stations since early 80's, Esso has
been decreasing its market share, This trend will continue
until all power generating stations have completely stop
using fuel oil for their burners.
In this way, all other oil companies will have theiz
market share increased at the expense of Esso's share, but
their increases in sales volume may not be in the sam
full effort to grab every single opportunity in actually
increasing their sales and profits.
As some products, such as heavy fuel oil, kerosenE
etc. have been showing a declined demand, all the oi:
companies are pointing their direction to other produc-
streams which still show a bright growth potential
Among them is the petrol filling stations.
Petrol Filling Stations
Following the development of new towns and well
planned transportation network, especially in the New
Territories, petrol filling-stations have become one of the
essential features in providing one form of energy supply
for keeping the move of the society.
magnitude. Nevertheless, every company is making their
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TABLE 3
PETROL FILLING STATIONS OPERATED BY COMPANY
(ALREADY BUILT AND UNDER CONSTRUCTION AS AT 31.12 87)
Years in Total No. of










Table 3 shows quite clearly that the earlier the
company entered into Hong Kong, the more petrol filling
stations it has had. This is purely because the
availability of suitable land for petrol filling station is
.becoming less and less especially in the
already-development areas in Hong Kong Island and Kowloon.
Having the largest chain of petrol filling station, Shell
has gained a certain degree of competitive advantage in
this segment of business. Different credit facilities are
used to attract more customers. Shell card and chit book
for credit sales, and discount offered to group drivers are
popular means.
Product of Petrol Filling Station
Automotive diesel oil (ADO) and gasoline are the
automotive fuel, sold in the petrol filling station. In
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making use of the business nature of the petrol filling
station, car lubricants and even car accessories are also
available in some station to provide more convenience to
the drivers and make full utilization of the filling
station.
TABLE 4














Source: Hong Kong Monthly Digest of Statistics 1982 i98/
Table 4 shows that the sales of ADO has tripled
since 1977 because of the ever growing industry which
requires various type of vehicles for transportation of
goods. The gasoline sales on the other side does not show
the same growth mainly because the heavy import duty for
private cars introduced in 1982 from then the number of
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private cars has been dropped. However, there is an upward
trend in gasoline sales from 1985 which is a result of more
people has begun to purchase cars again. Therefore, the
potential of the automotive fuel in the coming years is
reassured if there is no big changed in Government taxation
policy on import of new car and automotive fuel price.
TABLE 5




Shell 41.5 9.6 41.5 9.4 42.1 8.4
ESSO 2.2 0.2 2.4 0.3 4.8 0.7
Mobil 23.7 9.7 23.6 10.3 24.7 8.0
Caltex 27.4 8.6 27.9 9.0 ,24.7. 7.0
HK Oil 1.2 31.2 1.5 31.0 1.7 26.3
CRC 4.1 0.8 3.0 0.6 2.1 0.4
A: Market Share(%) B:% of total company sales
Source: From the writer's company
TABLE 6




Shell 27.2 14.3 27.7 16.2 27.3 15.4
ESSO 2.9 0.7 3.7 1.1 7.1 2.8
Mobil 22.8 21.2 22.9 25.8 22.5 20.7
Caltex 33.1 23.7 32.3 26.8 30.8 24.6
HK Oil 1.2 31.2 1.5 31.0 2.2 53.5
CRC 12.8 5.9 12.0 6.5 10.1 5.8
A: Market Share(%) B:% of total company sales
Source: From the writer's company
A
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From Table 5 and Table 6, although Shell has the
largest petrol filling station chain, it does not get the
largest market share in its ADO sales just because
different petrol filling stations will have different sales
,volume depending mostly on its location and less on its
size. A small station in better location will almost
certain have higher sales than a large station located
in remote area. Apart from this, the proportion of
vehicles using gasoline and that using ADO in a particular
petrol filling station will also be affected by the
location which explains why a company leads -in gasoline
sales and not in ADO sales.
In addition, oil companies such as Shell and Caltex,
having higher market share in automotive ..fuel are not
having the same magnitude of percentage sales of automotive
fuel in their total products sales. While HK Oil gets just
about 2% of the automotive fuel market but which has
already taken up over 70% of its total product sales.
This represent different emphases and marketing strategies
employed by different oil companies.
Pricing
Although different oil companies in Hong Kong
obtained their product from different sources, the
automotive fuel sold through their respective petrol
filling stations are priced almost the same. There is no
cartel in the Hong Kong oil industry, but there is
apparently an arrangement that whenever there is a price
changes because of the changes in crude oil prices, all
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oil companies will adjust their price almost simultaneously
with equal magnitude. 'No one oil company will
differentiate itself out by a price difference. This may
because of the oligopolistic nature of the oil business
that there is a market force to make the price equal.
Operation of the Petrol Filling Station
A petrol filling station can either be oil company
operated or dealer operated. For a filling station
operated by the oil company itself, the company can have
more control over the services and business of the station.
For a filling station operated by a dealer, usually a
supply contract is signed between the oil company and the
dealer whereas the former will loan all the station
equipment to the latter who has to get product exclusively
from the former. In this form, oil is sold by the oil
companies to the dealers who will take care the function
of selling the product to and serving the end users. In
,Hong Kong, nearly all the petrol filling stations are
dealer operated. The oil companies chose this form of
operation simply because they do not want to participate in
the direct management of the operation of the petrol
filling stations. They believe that it is more efficient
and effective just overseeing the dealers activities. The
interface activities with the end users will be handled by
different dealers.
Customers of Petrol Filling Station
Basically all drivers are potential customers to the
petrol filling- station business. However, some large
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organizations such' as the two buses companies and the
government vehicle fleet have their own petrol filling
depots.
Because of locating in different areas, different
petrol filling station will have different type of
customers. Those stations situated in commercial area will
certainly have more private car drivers whereas more goods
vehicle drivers for stations located nearby industrial
area. The information concerning the mix of the ADO users
and gasoline users will form the basic input to designing a
petrol filling station.








Among the 146 petrol filling stations in Hong Kong,
there are only six self-serve ones which takes up 4.1 per
cent of total number of petrol filling station. There is a
discount of 2 cents per liter as a premium for the drivers
to fill up their own car.
Advertisement and Promotion
In the past, the oil companies put not much money
in a vertising expense. The oil companies previously
thought there is not much difference in quality among their
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products. Consumers would choose according to their own
need and requirement, and advertisement would not be a cost
effective means in improving sales. However with increasing
competition, oil companies begin trying to differentiate
themselves from each other in certain products. The CX3 of
Caltex, Formula Shell of Shell and the Diesel Plus of Mobil





Secondary data of this research are mainly come from
published Government Statistics and private information
from the writer's company. Primary data, which are also the
core data of this research are collected through
questionnaire survey.
There are three basic methods for obtaining the data
required in a survey research namely personal interview,
telephone interview and mail questionnaire. Each of the
three survey methods has its own strengths and weaknesses.
Selection of a method for a specific purpose will depend on
the time and monetary constraints, the type of information,
required, and the likelihood that potential respondents
will be able and willing to respond.
The writer believes a questionnaire survey is
considered to be the appropriate means of data collection
due to its wide coverage and convenience of analysis.
In order to ensure the number of respondents, the
writer chooses direct questionnaire survey instead of mail
questionnaire. As this questionnaire is addressed to all
drivers in Hong Kong, the writer has selected the four
Licensing Offices, one in Hong Kong Island, two in Kowloon
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and one in New Territories, to conduct the survey. The
Licensing Office is believed to be one of the best places
for conducting the questionnaire survey because of:-
1. Almost all the drivers population will go to the
Licensing Offices for renewal of their driving
licenses.
2. Respondents are centralised to minimized the time
for survey.
3. Respondents will not feel too much interfered in
answering the questionnaire when they are queuing
up for their licenses renewal.
In this research, the total population is about
300,000 that is not possible to survey all of them.'Because
of time constraint, the writer has only chosen 200.drivers
by random to answer the questionnaire.. All the data
collected from the sample respondents are used to
generalize on the characteristics and behaviour of the
population they represent.
Although the writer cannot eliminate the possibility
of sampling bias, he also sees no reason to say that the
bias is significant, if there are any.
The Questionnaire
The questionnaire is written in Chinese, a
translation of which has been included in as appendix.
There are a total 20 questions including those on
demographics. 'Questions are designed to be precise and to
the point in order to reduce the risk of
mis-interpretation.
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The types of questions used vary according to the
information sought. General information regarding the
respondents' driving habits are investigated in the first
eight questions. The next eight will look into the factors
affecting respondents' decision in patronizing self-serve
petrol filling station. The remaining four questions are
related to demographics. All the questions are highly
structured and close-ended, requiring only such responses
as yes or no and a selection of three to six alternatives.
Analysis of the Data
The purpose of the study is to investigate and
analyze the driving and buying habits of the drivers, their
like and dislike and also to test if there is any
relationship between the acceptability of self-serve petrol
filling station and variables such as sex, income.
education, occupation, past petrol filling station
patronage experience, altitude towards outdoor activities
etc.
The test begins with the contingency table of
observed frequencies and expected frequencies. Then
chi-square statistical tests are used to determine
statistically the inter-dependence of the variables.
In employing the chi-square test technique, the
following requirements should be fulfilled in order to make
the results of the tests more reliable.
1. Each expected frequency should not be less
than 5.
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2. Both the observed frequencies and the
expected frequencies should have the same
total.
If the chi-square has only one degree of freedom, it





1 Morris Hamburg, Statistical Analysis for uecision





Data gathered through the use of questionnaire are
presented and analysed in this chapter. The demographic
characteristics of the sample of 200 respondents, their
reasons for choosing any particular petrol filling station
and their feelings concerning about self-serve petrol
filling station are* put forward first and finally
hypothesis stated will be tested based on the data
collected.
Demographic Characteristics of the Sample
The demographic characteristics such as sex, age,
income, education, as well as whether they .re
professional. or non-professional drivers, have or have no
experience in patronizing self-serve petrol filling station
are tabulated in Table 8 for easy reference.
Sex
The proportion of female respondents is just 10.5
per cent while that of male is 89.5 per cent. Although the
writer cannot obtain any reliable figure. concerning the
ratio of female drivers to male drivers in Hong Kong, he
finds no reason to doubt the actual figure to come close to
1:9 if the mixture of sample respondents drawn are by no
means happened by chance. If this is so, the automotive
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fuel market will rely on roughly 10 per cent of female
drivers.
TABLE 8


























35.070Patronise fixed petrol stations
Not patronise fixed petrol station
Note: 1. Frequency totals= 200




Majority of the sample respondents are coming from
the age group 25-40 years old (66.5 per cent) and least
from the age group under 25 and over 55. Being too young,
people seldom work as professional drives and are
financially immature to posses their own cars. In the age
of over 55 which is approaching the retirement age, there
are even less in both professional drivers and private car
drivers.
Income
In comparing the income of the drivers with that of
the whole work force in Hong Kong, the medium income group
of the drivers lies in the range of $5000-$7499 which is
higher than the medium (about $3000) of the total work
force. This indicates that drivers generally come from more
higher income group.
TABLE 9




1 .8 2 2.5 3 1.5$2499 or under
17 14.0 40 50.7 57 28.5$2500--$4999
45 37.2 23 29.1 68 34.0$5000--$7499
37 30.6 6 7.6 43 21.5$7500--$9999
14 11.6 6 7.6 20 10.0$10000--$14999
7. 5.8 2 2.5 9 4.5$15000 or above
Total 121 100.0 79 100.0 200 100.0
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TABLE 10
INCOME DISTRIBUTION OF EMPLOYEES
















1 7 7.58000 over
100.02451.9Total
Source:Monthly Demographic Statistics,
Census and Statistics Department
Within this sample, about 85 per cent of the private
car drivers are with monthly income higher than $5000
compared with 46.8 per cent for the professional drivers.
Private car drivers earn more but do not necessarily




















Table 11 shows that 58.5 per cent of the private car
drivers have a patronage frequency of less than 5 times per
month. Although they own a private car, they are used to
take public transportation to and from their working places
during week days. They are mostly week-end drivers whose
spending on automotive fuel is about HK$100 per each fill
which is comparatively smaller than other expenditures or
the car.
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Petrol filling station patronage habit
Before going to investigate how the drivers' feeling
and experience on the self-serve petrol filling station,
the writer tries to look into the factors affecting their
decision in patronage such as convenience, price, brand
name, give-away items, personal habit, advertisement and
influenced by others.
TABLE 12














('Convenience is regarded as the very important factor
by 77.5 per cent of the respondents with only 6.5 per cent
treat it as not important factor for choosing a particular
petrol filling station.
The factors of company name and influenced by
advertisement are rated more or less the same by the
respondents. About 75 per cent find the company name or
influenced by advertisement as not important factors
This indicates convenience is the most significant
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factor in patronage decision, and brand loyalty is not much
existed among the respondents
Only 22 per cent and 26.5 per cent of the
respondents treat price as very important and important
factors respectively. Give-away items, the meaning of which
to the drivers is closed to an equivalent of reduction in
product price, has 30 per cent and 19 per cent response as
very important and important factors respectively. This
indicates price is becoming less significant generally in
attracting drivers not because drivers do not like the
discount offered but they just know that the difference in
price, if there are any, is very minimal.
Give-away items, which will be given to drivers
provided that they have purchased a certain amount of
product, have been commonly used by petrol filling stations
whenever promotion is taken place. (This would certainly
have the effect to attract other drivers in the nearby
areas of the petrol filling station. However, the effect,
will be very short lived. After promotion period, drivers
will go back to the stations convenient to them.
Patronage experience in self-serve petrol filling station
There is 61.5 per cent of the sample having no past
experience in patronizing self-serve petrol filling
station and 38.5 per cent having experience.
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TABLE 13





This is not a surprise for the Hong Kong situation
that less people have past experience in patronizing
self-serve petrol filling station. As there are only six
such stations in Hong Kong, it is not unreasonable that
more sample respondents have no experience just because of
insignificant number of the self-serve petrol filling
stations for they to have a chance to visit when need
arises. But, there are of course other reasons underlying
why the sample respondents have not yet had visited
self-serve petrol filling station.
TABLE 14
RESPONDENTS' REASONS OF HAVING NO SELF-SERVE
PETROL FILLING STATION PATRONIZING EXPERIENCE
(In percentage)
very
Factors Important Important Important
46.322.830.9No opportunity
51.230.9Afraid do not know how 17.9
to use filling machine
44.723.631.7Fear the easy of
getting dirty
56.913.030.1Do not want to go out
of car




Table 14 shows that only 30.9 per cent of the 123
drivers state no opportunity as the very important reason
of their having no self-serve petrol filling station
patronizing experience before. This is not a large
percentage. But when the writer works over the completed
questionnaires, the respondents seem to find out which one
of the five reasons given is their very important reason
then answer the other reasons with important or not
important. Among the five reasons, no opportunity, fear
the easy of getting dirty and do not want to go out of car
are felt by more respondents as very important reasons of
their having no experience in patronizing self-serve petrol
filling station. In contrast, the reasons of price not very
cheap is rated not important by more than, half of the
respondents.
For the 38.5 per cent of the respondents having
self-serve patronage experience, the reasons of their
patronage are tabulated in Table 15.
TABLE 15
RESPONDENTS' REASONS OF PATRONIZING




- - - - - - - - - - - -
18.220.861.0No other choice
45.523.431.2Price cheaper





Table 15 shows that 61 per cent and 20.8 per cent
of the 77 respondents who have self-serve patronage
experience reply very important and important respectively
on no other choice as the factors making them visit
self-serve petrol filling station in the past. Even more
respondents, 84.6 per cent, answer the same on convenient
location as their very important and important factors.
This merely indicates that no other choice and convenient
location are dominating the decision of the respondents
in patronizing self-serve petrol filling station.
In the contrast, the factors such as it is fun and
can'use the filling machine are generally treated as less
important factors by the respondents. 62.3 per cent answer
not important on the factor of can use the filling machine
while 67.5 per cent answer the same on the factor of it is
fun.
For the price factor, there are over half of the
respondents find it very important or important. This
indicates that price has its significance among all
factors stated in motivating those drivers to patronage
self-serve petrol filling station in the past.
Within this 77 respondents who have self-serve
patronage experience, their patronage frequency of the same
in the past month is shown in Table 16.
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TABLE 16
SELF-SERVE PETROL FILLING STATION PATRONAGE






Table 16 shows that about half of the respondents
having past self-serve patronage experience have not
.patronised even once in the past month. This may reassure
why*most of them regard no other choice as their very
important reason of their past patronage.
As concerning how this group of respondents feel on
the self-serve petrol filling station, they are requested
to express their feeling on the easy of operation of
machine, cleanliness, service and price by rating them,as
good, acceptable or bad. The result is shown in Table 17.
TABLE 17








All the four factors are mostly rated as
acceptable. Only 3.9 per cent have a good feeling to the
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service provided in self-serve petrol filling station. This
is nothing wrong with the concept of self-serve as it would
only provide the minimum services required. All the
services, such as windscreen cleaning, engine oil checking,
etc. will certainly not be provided in the self-serve
station.
Test of Hypotheses
Based on the writer's working experience and through
frequent business contact with personnel in the oil
industry, he tries to construct the following Hypotheses
relating to driver's intention to visit self-serve petrol
filling station.
The Hypotheses are:
1 A relationship between the sensitivity of
professional drivers and non-professional drivers
towards product price.
2 A relationship between the driver's intention to
visit self-serve petrol filling station and his,
income.
3 A relationship between the driver's intention to
visit self-serve petrol filling station and his
altitude towards outdoor activities.
4 A relationship between the driver's intention to
visit self-serve petrol filling station and his past
patronage experience in this kind of petrol filling
station.
5 A relationship between the driver's intention to
visit self-serve petrol filling station and the
product price.
5 A relationship between the driver's intention to
visit self-serve petrol filling station and his sex.
7 A relationship between the driver's intention to
visit self-serve petrol filling station and his
education level.
Result
The data related to each hypothesis is tabulated in











Total 41 51 108 200
Chi-square value= 30.93
Degree of freedom= 2
Level of significance= 0.05
Critical Chi-square value= 5.99
Since the computed chi-square value is greater than
the critical chi-square value, hypothesis one is accepted.
From the result, it is suggested that there is a
significant relationship between the professional and
non-professional drivers of their attitude towards price.
In addition, a relation can be seen from Table 18 that
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professional drivers are more price sensitive than
non-professional drivers as there are only 32.5'per cent of
the professional drivers regarding price as not important





4,999 5,000-7,499 7,500 Total
6 11 5 22
Intention to go
(6.6) (7.5) (7.9)
54 57 67 178
No intention to go
(53.4) (60.5) (64.1)
Total 60 68 72 200
Chi-square value= 3.09
Degree of freedom= 2
Level of significance= 0.05
Critical Chi-square value= 5.99
As the computed chi-square value is less than the
critical one, hypothesis two is not accepted. This
means there is no significant relationship between
the driver's intention to visit a self-serve petrol filling
station and his income. In formulating this Table 19, the
number of income intervals are reduced to three which is
less than the six income intervals stated in the
questionnaire. Reason for that is because the expected
frequencies for some intervals are very small, i.e. less
than 5, which will affect the reliability of the result.
Although less number of intervals means less accuracy using
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chi-square statistics in predicting variables independence,




PARTICIPATION IN OUTDOOR ACTIVITIES
Often Occasion Not at all Total
Intention to go 11 8 3 22
(7.5) (9.6) (5)
No intention to go 57 79 42 178
(60.5) (77.4) (40)
Total 68 87 45 201
Chi-square value= 3.04
Degree of freedom= 2
Level of significance= 0.05
Critical Chi-square value= 5.99
Since the computed chi-square value is less than the
critical value, hypothesis three is not accepted. This
means that there is no significance relationship between
the driver's participation in outdoor activities and his
intention to visit self-serve petrol filling station.
It is generally believed that as self-serve concept
needs a certain degree of participation of the consumers.
They should tend not to be those who do. not like outdoor
activities. But the result of this test tells such a




PAST PATRONAGE IN SELE-SERVE PETROL FILLING STATION
Have experience No experience Total
Intention to go 22 0 22
(8.5) (13.5)
No intention to go 55 123 178
(68.5) (54.5)
Total 77 123 200
Chi-square value= 119.71
Degree of freedom= 1
Level of significance= 0.05
Critical Chi-square value= 3.84
Since the computed chi-square value is larger than
the critical value, hypothesis four is accepted. This means
there is a significant relationship between the driver's
intention to visit a self-serve petrol filling station and
whether he has patronage experience in this type of petrol
filling station. This is quite obvious as there is no
respondents who have not had any patronage experience
before shows their intention to go. Only those who have
patronage experience before would intent to go again. This
also explains why most of the respondents who have no
patronage experience before would only go if there is no
other choice when the need of fuel arises.
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TABLE 22
CONDITION UNDER WHICH RESPONDENTS HAVING NO PAST
PATRONAGE EXPERIENCE WOULD INTEND TO VISIT
SELF-SERVE PETROL FILLING STATION
FrequencyCondition
58When there is no other choice
20May try if pass the station when the
car needed to be filled
22If especially cheap price
22If give-away items offered
35If know assistance available
Tnta 1 157
Note* The number is not equal to 123 because
respondents can tick more than one answer.
Therefore, means should be found out to attract
drivers to go into the self-serve petrol filling station
for their first time. Then, it will increase the
possibility of them to come back again in the future.
Hypothesis five
As there are only respondents who have past
patronage in self-serve before would intend to visit again,





13 4 5 22Intention to go
(6.9) (5.1) (10)
11 14 30 55
No intention to go
(17.1) (12.9) (25)
Total 24 18 35 77
Chi-square value= 11.4
Degree of freedom= 2
Level of significance= 0.05
Critical Chi-square value= 5.99
Since the computed chi-square value is greater than
the critical value, hypothesis five is accepted. This means
there is a significant relationship between the driver's
intention to visit self-serve petrol filling station and






Intention to go 20 2 22
(19.7) (2.3)
No intention to go 159 19 178
(159.3) (18.7)
Total 179 21 200
Chi-square value= 0.02
Degree of freedom= 1
Level of significance= 0.05
Critical Chi-square value= 3.84
Warning: there is one cell with expected frequency less
than 5
Since the computed chi-square value is less than the
critical value, hypothesis six is not accepted. This means
that there is no significant relationship between the
driver's intention to visit self-serve petrol filling
station and his sex. From each sex group, the percentage
of both male and female who intent to visit self-serve are
very close which indicates the self-serve concept is




Primary Secondary Tertiary/above Tota:
Intention to go 5 14 3 22
(6.1) (11.3) (4.6)
go intention to go 50 89 39 178
(48.9) (91.7) (37.4)
Total 55 .103 42 200
Chi-square value= 1.57
Degree of freedom= 2
Level of significance= 0.05
Critical Chi-square value= 5.99
Warning: there is one cell with expected frequency less
than 5
Since the computed chi-square value is less than the
critical value, hypothesis seven is not accepted. This
means there is no significant relationship between the
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driver's intention to visit self-serve petrol filling
station and his education level. Although the education
level of people has been raised, there is no tendency for




1. Petrol buyers are not homogeneous, i.e. some prefer
self-serve while others avoid it; some go to the same
stations week after week while others do not some are
price conscious while others are not, and so on.
2. 'Convenience' seems to be the factor dominating the
business of a petrol filling station'no matter it is
attended-serve or self-serve. 93.5 per cent of the
,-respondents find 'convenience' very important or
important for petrol patronage. For those respondents
who have visited self-serve station, 81.8 per cent have
the same feelings.
So, if only a petrol filling station is sited in a real,
'convenient' location where many 'hungry' drivers would
pass by, it will have sales there. To start a self-
serve station in such location will have higher chance
of success.
3. Convenience is a critical but not the only determinant
in petrol patronage. Other factors, such as the easy
of operation, cleanliness of the machine, product price
and service etc., have also be taken into consideration
when planning for self-serve station.
4. Cheaper price may still be a significant
rationalisation for self-serve patronage for those who
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have that past patronage experience. However, for those
who have no such experience, price is not that
significant as a reason of their not going.
5. Drawing from the result of hypothesis one, there is a
significant relationship between the professional
drivers and private car drivers of their attitude
towards price. and Table 18 shows that professional
drivers are more price sensitive than private car
drivers. So, in areas there are many of the
professional drivers, self-serve concept may attract
them if the discount offered is carefully set.
6. A high percentage of respondents (from Table 12), do
not take.the company name and advertisement of any
particular oil company as important factor for. petrol
patronage. Therefore, basically all oil companies can
take little advantage on their 'build-up' images for
their self-serve stations to attract more customers.
7. There is a significant motivation, 16.9 per cent, of
the respondents having past self-serve patronage
experience of a desire of 'do it yourself'. For those
people, it may mean a control and guarantee that oil is
not spilled on their car or the oil cap loose or off.
8. There is no significant relationship between the
driver's intention to visit self-serve petrol filling
station and his income, participation in outdoor
activities, sex and education level. So, attempt for
segmenting the market for any of these particular
factors may not be practicable for self-serve petrol
filling station.
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9. Generally, self-serve concept in petrol filling is not
welcomed by most Hong Kong drivers.
Among the 200 respondents, 38.5 per cent have
self-serve patronage experience. 11 per cent of the
respondents would choose self-serve rather than
attended-serve if conditions allow. In terms of the 77
respondents having past self-serve patronage
experience, 28.6 per cent would choose self-serve for
their petrol fill-up. This reflects past patronage
experience in self-serve station is quite important in
affecting the drivers' attitude towards self-serve. Now
those who have not visited self-serve station yet may
like to do so in the future. However when there is any
intention to turn an attended-serve petrol filling
station to self-serve, much care should be taken in
order to avoid the normal customers who have no
self-serve patronage experience to move to other




Please put a tick to the appropriate box below:-





2. Do you own your car or are you an employed-driver?
own the car
employed-driver
3. Year of driving experience: years
4. In average, for how many times you visit petrol-filling
station in a month? times
5. In each time, how much money you spend on fuel? HK$
6. Usually, do you go to any fixed petrol filling station?
yes
no
















9. Have you ever visited self-service petrol filling station?
yes
no (please go to question 13)
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10. For how many times have you visited self-service petrol





















PLEASE GO TO QUESTIRON 15




did not pass the self-service
station when in need
did not know how to operate
hands/clothes may get dirties
did not want to get off the
car filled the fuel yourself
price not cheap enough
Others (please specify)
14. Under what condition(s), will you visit self-service petrol
filling station? (you may choose more than one answer)
when there is no other choice
pass the station when the car needed to be filled,
may drive in to try
if the price is especially cheap
if give-away items will be offered
if I can get assistance when operating the filling
machine
Others (please specify)





16. If you are allowed to choose, you will visit:
self-serve petrol filling station


























Sedgwick, J.R.E. and WestBrook, R.W. The Valuation and
Development of Petrol Filling Stations. The Estates
Gazette Limited 1969.
Gershuny, Jonathan. After Industrial Society? The Emerging
self-service economy. The Macmillan Press Ltd. 1978.
Mowen, John C. Consumer Behaviour. Macmillan Publishing
Company 1987.
Block, Carl E., and Roering, Kenneth J. Essentials of
Consumer Behaviour: Concepts and Application. 2nd ed.
Dryden Press 1979.
Wierenga, B., and Meulenbery, M.T.G. An investigation of
brand choice process. Rotterdam University, 1974.
Weller, Don G. Who buys: a study of the consumer. London,
Pitman 1974.
Walters, Charles Glenn. Consumer behaviour: theory and
practice. Rev. ed. Homewood 1974.
Henry Assael. Consumer Behaviour and Marketing Action.
2nd ed. New York University, Kent Publishing Company
1984.
Emory, William C. Business Research Methods. 3rd ed.
Richard D. Irwin, Inc. 1985.
Hambury, Morris Statistical Analysis for Decision Making.
3rd ed. New York, Harcourt Brace Jovanovich, Inc.
1983.
Periodicals
"A Partial Theory of Chinese Consumer Behaviour: Marketing
Strategy Implications." Hong Kong Journal of Business
Management. Vol. I, 1983. Faculty of Business
Administration, The Chinese University of Hong Kong.
Hong Kong Monthly Digest of Statistics. 1982 and 1987.


